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China is a populous country with the largest elderly population. According to 
the Population Association of the United Nations International criteria for the 
classification in 2000, China has entered the aging society. However, old before 
getting rich, is our basic national conditions, which gives our country a great deal of 
pressure on old-age security system, pension issues become the focus of much 
attention to the social topic. 
Therefore, under the conditions of modern society, both explore a current 
population trends and can adapt to long-term residents to solve pension problems 
and measures are necessary. 
Old-age security system is an important social and economic development one 
of the tasks, the theory and practice has proved that old age pension insurance 
system is to resolve the economic life of an important risk management approach is 
to solve the aging of a financial arrangement is to protect the economic life of the 
elderly safe and effective restraint mechanism, socio-economic security is an 
important part of the system. 
China's current pension means roughly: social insurance, annuity, commercial 
pension insurance, financial investment, the Housing Endowment, art investment. 
Among these, the development of commercial pension insurance is late but 
fast-growing, potential old-age way, deserves our close attention. 
In this context, according to the author’s experience on business insurance, 
theoretical research and empirical analysis using a combination of methods, from the 
macro and micro consumer standpoint the attitude of the entire industry as a whole 
external factors impact on purchase intention. In this paper, The author correlation 
analysis to verify the economic factors, social and cultural factors, family structure, 
insurance information to pass on the impact of consumer purchase intentions. The 
author get the following conclusions: 
Influence consumers to buy commercial pension insurance, the key factors are: 
age, income, marital status, family structure and insurance attitudes, and gender, 
education level had no significant effect. 
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